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are merely evidence of compromises which have broken the inertia of custom. The new price level is merely an attempt to render greater economic justice, and above all, to guarantee an adequate supply of products for consumers, who, in the absence of modified prices, would certainly have felt the pinch of reduced supply. The compromise prices are not arbitrary iron-clad contracts, involving group limitation of supply for the purpose of gaining what the traffic will bear, and therefore do not contain the elements of monopoly prices.
"The essential purpose of collective bargaining is the changing of price levels and not the conduct of enterprises which render a series of economic services. Most of the commonly known cooperative marketing concerns, on the other hand, are concerned with the efficient rendering of essential marketing services, regardless of what the price level may be. Thus the machinery of collective bargaining is largely intangible, it is a movement, a protest which brings to the people involved a realization that a different price level is necessary. In contrast to this the usual cooperative marketing concern has a constant series of services to perform. Its aims are not realized when a price compromise has been reached. Only as its machinery functions with greater and greater efficiency and savings or profits are made does the usual cooperative agency fulfill its mission.
"These differences between collective bargaining and common cooperative marketing, though both are forms of cooperation, guarantee that, no matter how much collective bargaining is misrepresented with attendant injurious results, these detrimental effects need not operate as a boomerang to the great number of unnoticed and successful cooperative concerns which derive their advantages from business efficiency rather than price levels."l With these distinctions between private and cooperative
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